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Abstract 
With the Technology Acceptance Model(TAM) and the Elaboration Likelihood 
Model(ELM), this paper used empirical research methods to study the impact of 
online reviews (including the quality of the content , ratings, the number of the 
comments and perceived reliability) on online consumer’s download will. In view of 
the current development situation of online reviews research status of mobile App 
industry, and then put forward the research hypothesis and model in this paper. This 
paper use a questionnaire survey to exam the research hypothesis. Finally, based on 
the analysis of the collected data, this study put forward some reasonable 
suggestions for the domestic App developers, and has a certain theoretical and 
practical significance.   
The questionnaire is divided into two parts: the first part mainly surveys the 
application store online reviews affect consumer willingness to download App; the 
second part mainly surveys the personal information of consumers. Before carrying 
out on large-scale tests, there is a small-scale questionnaire test, excluding one 
question which is not qualified. In the formal investigation stage this paper adopts 
the network questionnaire survey and direct questionnaire survey. Research findings 
show that: (1) the content quality, score, number of comments and the perceived 
credibility of online comments has positive effect on consumer’s willingness to 
download phone App; (2) the elements of the online reviews have different influence 
of different levels of expertise on the willingness of consumers to download App 
through the intermediary role of perceived usefulness and attitude; (3) the 
professional level as the moderating variables will have a negative control of 
relationship between the number of online reviews and perceived usefulness, the 
relationship between the perceived credibility and perceived usefulness, 
furthermore the professional level have a negative relationship between the score and 
attitude. 















quality of online reviews, and guarantee the authenticity and reliability of comments; 
(2) attract and encourage consumers to post comments, and do a good job of 
information feedback, improve product quality, to encourage consumers to express a 
higher score on the App; (3) add a measurement of the reliability of reviewers,and 
encourage experts to participate in the comments of Apps; (4) App developers should 
provide different comments for different professional level of consumers, and they 
should know the influence of professional level to download Apps, so does to just 
what the doctor ordered. 
This study has three disadvantages: (1) this paper only chooses the factors of 
online reviews, ignoring the effect of other factors on the willingness of consumers 
to download App; (2) the questionnaire mainly refer to the foreign literature,it lack 
of analysis of its versatility to use in China range; in the other way, this survey is 
limited in the Xiamen area, and dominated in female , the sample size is not enough. 
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应用商城中，苹果 AppStore 和谷歌 Play商店所拥有的应用程序数量分别达到




























图 1-2 2013 年中国手机手机应用商城用户访问频率 
 
 
 根据 mUserTracker 的监测数据显示，在中国，2014年 6月应用商店类 App
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图 1-4  2014 年 8月应用商店类 APP 月度覆盖人数及渗透率 
 
 
图 1-5  2014 年 8月应用商店类 APP 用户收入属性分布 
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